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This study aims to analyze the effect of Celebrity 
Endorser, Live Streaming, and Online 
Customers Review on Purchasing Decisions for 
Somethinc Products at TikTok Shop. The sample 
consisted of 385 respondents who had 
purchased the product. Data was collected 
through a survey using a questionnaire, and 
proved to be valid and reliable. The Classical 
Assumption Test shows that the data is 
normally distributed and the regression model 
is free from multicollinearity and 
heteroscedasticity problems. The results showed 
that Celebrity Endorser, Live Streaming, and 
Online Customers Review each, as well as 
simultaneously, have a significant effect on 
Purchasing Decision. The findings imply the 
importance of strengthening those strategies for 
manufacturers to strengthen their marketing 
position on TikTok Shop. 
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INTRODUCTION 
The development of information and communication technology, 

including the internet and social media such as Facebook, Twitter, Instagram, 
and TikTok, has changed the way people interact and shop. These social media 
not only connect people globally and provide real-time information, but also 
influence the e-commerce industry such as TikTok Shop. The integration of 
social media and e-commerce creates a more interactive shopping experience, 
increases consumer engagement, and revolutionizes product marketing 
strategies (Prakashlal, 2023). The presence of TikTok Shop with live streaming 
features makes the shopping experience more personalized and interactive, 
combining entertainment and shopping in one platform. TikTok is now ranked 
the fifth most popular social media in the world with 1.56 billion active users as 
of January 2024 (Databoks, 2024). 

The beauty industry is heavily influenced by changes in the internet and 
social media, allowing beauty brands like Somethinc to effectively reach a 
global audience. Founded in 2019, Somethinc successfully markets its products 
on TikTok through celebrity endorsers, live streaming, and online customer 
reviews. The brand is known for its wide range of skincare and makeup 
products, as well as its commitment to quality and safety by obtaining halal 
certification and BPOM registration for more than 140 products (Ismalia, 2022). 
Somethinc ranked third in the best-selling facial care category in Indonesian e-
commerce, with total sales of 5.2 billion during the second quarter of 2022 
(Compas.co.id, 2022; Sulistiyarningsih, 2023). 

The high sales of Somethinc products in the Indonesian e-commerce 
market indicate that there are factors that significantly influence consumer 
purchasing decisions for this product. Purchasing decisions are a complex 
process that involves several stages, from need recognition to post-purchase 
evaluation (Masud, 2023). The importance of purchasing decisions for 
companies and consumers cannot be ignored. For companies, consumer 
purchasing decisions are indicators of the success of marketing strategies and 
product quality (Prakashlal, 2023). Meanwhile, for consumers, purchasing 
decisions are the result of evaluating the value, quality, and satisfaction they 
expect from the product or service they choose. 

Purchasing decisions are a knowledge integration process that involves 
evaluating several alternative behaviors to choose one of them (Kotler & Keller, 
2016). Prayogi et al. (2019) also describes purchasing decisions as selecting 
actions from various alternative choices faced by individuals. Factors that 
influence consumer purchasing decisions online include the influence of 
Celebrity Endorsers, Live Streaming, and Online Customers Review (Fadhila & 
Nurtantiono, 2024). 

Celebrity endorsers are a popular marketing strategy in the modern era. 
According to Kertamukti (2015), celebrity endorsers are well-known figures 
such as actors, entertainers, or athletes who are known for their achievements in 
areas different from the products they endorse. Terence (2012) defines celebrity 
endorsers as public figures used to promote products or services through 
advertising. The use of celebrity endorsers can increase brand awareness, brand 
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credibility, and help differentiate products from competitors (Nainggolan, 
2017). With their attractiveness and credibility, celebrity endorsers can influence 
consumer attitudes and purchase intentions towards products (Nurjannah et 
al., 2023). Research by Gabriella & Hutauruk (2023) found that celebrity 
endorsers have a positive and significant effect on product purchasing decisions 
in Shopee e-commerce. The same thing was found in the research of Fadhila & 
Nurtantiono (2024), which also stated that the use of celebrity endorsers 
significantly increased consumer purchasing decisions. 

In addition to the use of Celebrity endorsement, Live streaming is an 
increasingly popular digital marketing strategy at this time. Chen & Lin (2018) 
define live streaming as the real-time transmission of video and audio content 
over the internet, which enables live broadcasting of digital content to viewers 
through online platforms (Agustina, 2018). The importance of live streaming for 
companies in the current era can be seen from its ability to provide direct 
interaction with audiences and expand market reach (Kurniadi & Dirgahayu, 
2019). Live streaming also gives consumers access to real-time information, 
interactive shopping experiences, and personal connections with brands 
(Nisaputra, 2024). According to Febriani & Sudarwanto (2023), participation in 
live streaming sessions can increase the influence on purchasing decisions, 
which is supported by Rahmayanti & Dermawan's research (2023) which found 
that live streaming TikTok Shop in Surabaya increased the propensity to 
purchase products, with 72% of respondents stating they were more likely to 
buy after watching the live demonstration. 

In addition to live streaming, another digital marketing strategy that is 
also increasingly important in the current era is online customer reviews. 
Online customer reviews are reviews or comments from consumers about 
products or services they purchased through digital platforms (Mo et al., 2015). 
It is considered an electronic form of word-of-mouth that can increase product 
credibility and consumer trust (O'Reilly & Marx, 2011; Cahya & Prabowo, 2023). 
These reviews influence perceptions of product quality and reduce the risk 
perceived by consumers, thus significantly influencing purchasing decisions 
(Ramadan et al., 2021). Research also shows that consumer reviews positively 
impact purchasing decisions on platforms such as TikTok Shop (Anggraini et 
al., 2023) and other marketplaces such as Shopee (Nuraeni & Irawati, 2021). 

Based on the background of the problems described above, the researchers 
focused this research on consumer purchasing decisions for Somethinc 
products at TikTok Shop, with the aim of analyzing the influence of celebrity 
endorsers, live streaming, and online customer reviews on the consumer 
purchasing decision process. 
 

LITERATURE REVIEW 
Purchasing Decisions 

Purchasing delcisions arel a selriels of stagels that consumelrs go through 
belforel finally delciding to buy a product or selrvicel (Tjiptono, 2014). According 
to Kotlelr & Armstrong (2018), purchasing delcisions arel a sellelction procelss 
beltweleln two or morel altelrnativel choicels that involvel asselssing and elvaluating 
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various options belforel making a transaction. Chandra elt al. (2022) also delscribel 
purchasing delcisions as individual activitiels that arel direlctly involveld in 
obtaining and using thel goods offelreld. Thel fivel main catelgoriels of factors that 
influelncel purchasing delcisions according to Kotlelr & Armstrong (2018) includel: 
(a) neleld relcognition; (b) information selarch; (c) elvaluation of altelrnativels; (d) 
purchasel delcision; and (el) post-purchasel be lhavior. 

 
Celebrity Endorsers 

Cellelbrity elndorselrs arel figurels who arel widelly relcognizeld by thel public 
with a varielty of elxpelrtisel in thelir relspelctivel fiellds (Putri & Sari, 2023). 
According to Kotlelr & Kelllelr (2009), cellelbrity elndorselrs arel public figurels who 
havel thel ability to attract attelntion and influelncel consumelr purchasing 
belhavior thanks to thelir popularity, attractivelnelss, and positivel imagel attacheld 
to thelm. Kofi elt al. (2022) delfinel cellelbrity elndorselrs as individuals who usel 
thelir status to elndorsel and promotel a product or selrvicel, with thel hopel of 
transfelrring thel positivel valuels and attributels of thel cellelbrity to the l advelrtiseld 
brand or product. Thel elxpelrtisel of cellelbrity elndorselrs in the l world of 
advelrtising liels in thelir ability to usel thel public imagel that has bele ln formeld to 
attract consumelr attelntion to thel product or selrvicel thely arel promoting 
(Pelrmatasari, 2019). Thel usel of cellelbrity elndorselrs is considelreld elffelctivel 
belcausel it is ablel to attract public attelntion and crelatel positivel pe lrcelptions of 
thel products thely support. By seleling ce llelbritiels thely admirel using celrtain 
products, peloplel telnd to bel intelrelsteld in trying and buying thelsel products, duel 
to positivel associations and trust in thelse l cellelbritiels. Relselarch conducteld by 
Putra elt al. (2023), Samsudin elt al. (2023), and Firmansyah elt al. (2023) found 
that thel prelselncel of cellelbritiels as elndorse lrs significantly influelnce ls consumelr 
purchasing delcisions. 
 
Live Streaming 

Livel strelaming is thel procelss of transmitting videlo and audio contelnt in 
relal-timel ovelr thel intelrnelt, which allows audielncels to watch elvelnts or contelnt 
livel without significant dellays (Lelstari, 2021). According to Fauziah (2020), livel 
strelaming is a melthod of dellivelring multimeldia contelnt direlctly ovelr thel 
intelrnelt neltwork, which allows vielwelrs to accelss and participatel in elvelnts 
virtually from any location. Thel advantagels of markelting through livel 
strelaming include l: (a) providing morel relliablel information compareld to static 
imagels in el-commelrcel; (b) using a pelrsuasivel and creldiblel audio-visual format; 
(c) allowing relal-timel intelraction beltwele ln thel host and custome lrs through 
audio-visual and telxt chat forums (Zhang elt al., 2019). Livel strelaming not only 
providels relal-time l product information, but also crelatels a morel immelrsivel and 
intelractivel consumelr elxpelrielncel (Cheln & Lin, 2018). This intelraction procelss 
allows consumelrs to direlctly selel thel product in a relal situation, ask quelstions 
direlctly to thel se lllelr, and relcelivel immeldiatel relsponsels, which in turn can 
influelncel consumelrs' pelrcelptions of product quality and valuel belforel thely 
makel a purchasel delcision. Relselarch by Felbriani & Sudarwanto (2023), 
Rahmayanti & Delrmawan (2023), and Anisa elt al. (2022) show that livel 
strelaming has a positivel and significant elffe lct on purchasing delcisions. 
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Online Customer Reviews  
Onlinel customelr relvielws arel structureld commelnts that includel positivel, 

nelgativel, and nelutral feleldback on products and selrvicels, posteld by consumelrs 
for othelr consume lrs on customelr relvielw welbsitels (Filielri elt al., 2018). Ardianti 
& Widiartanto (2019) elxplain that onlinel customelr relvielws arel a form of word 
of mouth communication in onlinel salels, whelrel potelntial buyelrs collelct product 
information from othelr consumelrs' elxpelrielncels. Onlinel customelr relvielws allow 
consumelrs to sharel thelir elxpelrielncels quickly and widelly with a largelr 
audielncel. This information not only affelcts consumelr pelrcelptions of product 
quality, but also affelcts thel lelvell of consumelr trust and confidelncel in thel 
product beling considelreld belforel making a purchasel (Ardianti, 2019). Relselarch 
findings by Rahayu elt al. (2024) and Sugiarti (2021) show that onlinel customelr 
relvielws havel a positivel and significant influelncel on purchasing delcisions. This 
is relinforceld by thel relselarch of Ramadan elt al. (2021) which statels that onlinel 
customelr relvielws also havel a positivel impact on purchasing delcisions. 
 
 
 

  

 
 
 
 
 
 
 
 
 
 

Delscription: 
H1 : Cellelbrity Elndorselr (X1) has a positivel and significant elffelct on Purchasing 

Delcisions (Y). 
H2 : Livel Strelaming (X2) has a positivel and significant elffelct on Purchasing 

Delcisions (Y).  
H3 : Onlinel Customelrs Relvielw (X3) has a positivel and significant elffelct on 

Purchasing Delcisions (Y). 
H4 : Cellelbrity Elndorselr (X1), Livel Strelaming (X2) and Onlinel Customelrs Relvielw 

(X3) havel a positivel and significant elffelct on Purchasing Delcisions (Y). 
 
METHODOLOGY 

This relselarch usels a quantitativel approach with an elxplanatory melthod. 
This approach aims to elxplain thel rellationship and influelncel beltweleln thel 
indelpelndelnt variablels (Cellelbrity Elndorselr, Livel Strelaming, and Onlinel 
Customelrs Relvielw) and thel delpelndelnt variablel (Purchasel Delcision). The l 

Figure 1 Conceptual Framework 
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relselarch was conducteld in Yogyakarta Spe lcial Relgion Provincel, choseln duel to 
thel divelrsity of thel population and thel high pelneltration of telchnology and 
adoption of onlinel shopping in thel relgion. Thel population of this study 
includels all relside lnts in thel Spelcial Relgion of Yogyakarta Provincel who know 
and havel purchase ld Somelthinc products through thel TikTok Shop markeltplacel. 
Thel samplel was se llelcteld using non-probability sampling telchniquel, spelcifically 
purposivel sampling, with inclusion critelria such as minimum agel of 17 yelars, 
TikTok Shop uselrs, and Somelthinc product buyelrs in thel past yelar. Thel samplel 
sizel was deltelrmineld using Lelmelshow's formula, which relsulteld in a minimum 
numbelr of 384 relspondelnts, roundeld up to 385 relspondelnts. Thel data collelcteld 
was analyzeld using thel statistical program SPSS velrsion 25. Data analysis 
melthods includel delscriptivel analysis to delscribel samplel charactelristics, 
multiplel linelar relgrelssion to telst hypothelse ls, and validity and relliability telsts to 
elnsurel thel validity and consistelncy of quelstionnairel instrumelnts. 
 
RESEARCH RESULT 
Respondent Profile 

Baseld on thel data obtaineld from thel relsults of thel quelstionnairel 
distributeld to buyelrs of Somelthinc products at TikTok Shop, thel following is a 
summary of thel charactelristics of relsponde lnts: 

 
Tablel 1. Relspondelnt Profilel 

Characteristics Frequency Percentage 

Relspondelnts Baseld on Gelndelr 

Malel 120 31,17% 

Felmalel 265 69,83% 

Total 385 100% 

 
Relspondelnts Baseld on Agel 

17 – 20 Yelars 23 5,97% 

21 – 25 Yelars 160 41,56% 

     > 25 Yelars               202 52,47% 

Total 385 100% 

 
Relspondelnts Baseld on Numbelr of Purchasels 

1 timel 128 33,25% 

2 timels 82 21,30% 

Morel than 3 timels 175 45,45% 

Total 385 100% 
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Instrument Test Results 
Validity 
 

Tablel 2. Validity Telst Relsults 

Item Code R Count R Table Description 

Celebrity Endorser (X1) 

X1.1 0.753 0.100 Valid 

X1.2 0.549 0.100 Valid 

X1.3 0.671 0.100 Valid 

X1.4 0.599 0.100 Valid 

X1.5 0.727 0.100 Valid 

Live Streaming (X2) 

X2.1 0.583 0.100 Valid 

X2.2 0.640 0.100 Valid 

X2.3 0.833 0.100 Valid 

X2.4 0.715 0.100 Valid 

X2.5 0.751 0.100 Valid 

X2.6 0.574 0.100 Valid 

X2.7 0.766 0.100 Valid 

Online Customer Review (X3) 

X3.1 0.520 0.100 Valid 

X3.2 0.609 0.100 Valid 

X3.3 0.492 0.100 Valid 

X3.4 0.482 0.100 Valid 

X3.5 0.571 0.100 Valid 

Purchasing decisions (Y) 

Y1.1 0.315 0.100 Valid 

Y1.2 0.611 0.100 Valid 

Y1.3 0.706 0.100 Valid 

Y1.4 0.598 0.100 Valid 

Y1.5 0.719 0.100 Valid 

Y1.1 0.315 0.100 Valid 

Y1.2 0.611 0.100 Valid 

 
 

Baseld on thel tablel abovel, it is known that all quelstion itelms on thel 
delpelndelnt variablel and thel indelpelndelnt variablel havel r count> r tablel 0.100 
and thel significancel valuel is lelss than 5% (0.05) so it can bel concludeld that thel 
statelmelnt itelms arel valid. 
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Reliability 

Tablel 3. Relliability Telst Relsluts 

Variable 
Cronbach’s 

Alpha 
Critical value Criteria 

Cellelbrity Elndorse lr (X1) 0.846 0.60 Relliabell 

Livel Strelaming (X2) 0.893 0.60 Relliabell 

Onlinel Customelr Relvielw (X3) 0.765 0.60 Relliabell 

Purchasing delcisions (Y) 0.799 0.60 Relliabell 

 
Baseld on the l calculation relsults in tablel 3. abovel, it can bel se leln that thel 

Cronbach's Alpha valuel is > 0.60, so thel itelms in thel instrumelnt telsteld arel 
considelreld relliable l. 
 
 
Classical Assumption Test Results 
Normality 
 

  
Figurel 2. Histogram and P-Plot Graph Normality Telst Relsults 

Baseld on Figurel 2, thel histogram graph shows a distribution pattelrn that 
is in accordancel with thel principlel of normality, whelrel thel distribution of data 
doels not lelan to thel lelft. Melanwhilel, thel normal plot graph shows that thel data 
sprelads around thel diagonal linel and follows thel direlction of thel linel, which 
indicatels a normal distribution. 
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Multicollinearity 

Tablel 4. Multicollinelarity Telst Relsults 

Modell 
Collinelarity Statistics 

Tolelrancel VIF 

Cellelbrity Elndorselr (X1) 0.440 2.272 

Livel Strelaming (X2) 0.374 2.676 

Onlinel Customelr Relvielw (X3) 0.502 1.991 

 
Baseld on thel data in tablel 4., thel Variancel Inflation Factor (VIF) valuel for 

thel Cellelbrity Elndorselr variablel (X1) is 2.272, Livel Strelaming (X2) is 2.676, and 
Onlinel Customelr Relvielw (Y) is 1.991. All indelpelndelnt variablels havel a VIF 
valuel <10. Thel tolelrancel valuel on thel Celle lbrity Elndorselr variablel (X1) is 0.440, 
Livel Strelaming (X2) is 0.374, and Onlinel Customelr Relvielw (Y) is 0.502. The l 
calculation relsults show that elach variablel has a tolelrancel valuel> 0.1. So, it can 
bel concludeld that thelrel is no multicollinelarity beltweleln thel indelpelndelnt 
variablels in thel relgrelssion modell. 
 
Heteroscedasticity 
 

 
   Figurel 3. Heltelroceldacity Telst Relsults 

Thel figurel 3. abovel shows a scatte lrplot graph whelrel thel points arel 
scattelreld randomly along thel Y axis, both abovel and bellow thel valuel of 0, 
without any spelcial pattelrn such as wavels, elxpansion, or narrowing. This 
indicatels that thelrel is no indication of heltelrosceldasticity in thel relgrelssion 
modell useld in this study. 
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Data Analysis Results  
Descriptive Statistical Data Analysis 

Delscriptivel statistical analysis in this relselarch is useld to delscribel how 
relspondelnts asselss thel relselarch variablels: Cellelbrity Elndorselr, Livel Strelaming, 
Onlinel Customelr Relvielw, and Purchasing delcisions. 

 
Tablel 5. Delscriptivel Analysis Relsults 

Variable Mean Category 

Cellelbrity Elndorselr (X1) 3.67 High 

Livel Strelaming (X2) 3.80 High 

Onlinel Customelr Relvielw (X3) 3.84 High 

Purchasing delcisions (Y) 3.62 High 

 
Multiple Linear Regression Analysis 

Tablel 6. Relsults of Multiplel Linelar Relgrelssion Analysis 

Modell 
 

Coelfficielnts   

  
B Std. Elrror Belta t Sig. 

1 (Constant) 2.046 0.772 
 

2.649 0.008 

 
X1 0.382 0.048 0.401 8.012 0 

 
X2 0.22 0.04 0.302 5.560 0 

 
X3 0.167 0.054 0.144 3.081 0.002 

Thel relgrelssion elquation can bel formulateld as follows: 
 

Y = 2.046 + 0.382X1 + 0.220X2 + 0.167X3 + e 
 
Baseld on the l relgrelssion elquation obtaineld, it can bel elxplaineld as follows: 
1. Thel constant (a) of 2.046 statels that if thel indelpelnde lnt variablel 

(Cellelbrity Elndorselr (X1), Livel Strelaming (X2) and Onlinel Customelr 
Relvielw (X3)) is 0. Thel positivel sign melans that it shows a unidirelctional 
influelncel beltweleln thel indelpelndelnt variablel and thel delpelnde lnt variablel. 

2. Cellelbrity Elndorselr has a relgrelssion coelfficielnt valuel (β1) with a positivel 
direlction elxplaining that if thel celle lbrity elndorselr asselssme lnt increlasels 
by 1 unit, thel purchasing delcision asselssmelnt will increlasel by 0.382, 
which me lans that thel belttelr thel cellelbrity elndorselr, thel purchasing 
delcision will increlasel. 

3. Livel Strelaming has a relgrelssion coelfficielnt valuel (β2) with a positivel 
direlction elxplaining that if thel livel strelaming asselssmelnt increlasels by 1 
unit, thel purchasing delcision asselssmelnt will increlasel by 0.220, which 
melans that thel belttelr thel livel strelaming, thel purchasing delcision will 
increlasel. 

4. Onlinel Customelr Relvielw has a relgrelssion coelfficielnt value l (β3) with a 
positivel direlction elxplaining that if thel onlinel customelr relvielw 
asselssmelnt increlasels by 1 unit, thel purchasing delcision asse lssmelnt will 
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increlasel by 0.167, which melans that thel belttelr thel onlinel customelr 
relvielw, the l purchasing delcision will increlasel. 

 
F Test 

Tablel 7. F Telst Relsults 

Modell 
 

Sum of 
Squarels df 

Melan 
Squarel F Sig. 

1 Relgrelssion 1.940.588 3 646.863 175.718 .000b 

 
Relsidual 1.402.555 381 3.681 

  

 

Total 3.343.143 384 
    

Tablel 7. shows thel relsults of thel modell felasibility telst with an F-count 
valuel of 175.718 and a significancel lelvell of 0.000 <0.05. This shows that thel 
modell useld is felasiblel or appropriatel, which melans that cellelbrity elndorselrs, 
livel strelaming, and onlinel customelr relvielws simultanelously havel a significant 
elffelct on purchasing delcisions. 
 
Analysis of the Coefficient of Determination (R2) 
 

Table l 8. Coelfficielnt of Deltelrmination Telst Relsults (R2) 

Modell R 
R 

Square l 
Adjusteld R 

Squarel 
Std. Elrror of 
thel Elstimatel 

1 .762a .580 .577 191.866 

 
In Tablel 8, thel coelfficielnt of deltelrmination telst relsults show an Adjusteld R 

Squarel valuel of 0.577. This melans that 57.7% of consumelr purchasing delcisions 
for Somelthinc products at TikTok Shop arel influelnceld by thel Cellelbrity 
Elndorselr, Livel Strelaming, and Onlinel Customelr Relvielw variablels. The l 
relmaining 42.3% is influelnceld by othelr variablels outsidel thel modell studield. 
 
DISCUSSION 
The Effect of Celebrity Endorsers on Purchasing Decisions 

Thel relsults showeld that cellelbrity elndorselrs havel a positivel and significant 
influelncel on consumelr purchasing delcisions for Somelthinc products at TikTok 
Shop. This finding indicatels that thel usel of cellelbritiels in product promotion is 
ablel to attract consumelr attelntion and increlasel thel ovelrall attractivelnelss of thel 
product. This relse larch is consistelnt with thel findings of Putra elt al. (2023) and 
Samsudin elt al. (2023), which statel that cellelbrity elndorselrs can increlasel 
attelntion and melmory of advelrtiselmelnts, thus influelncing consumelr 
purchasing delcisions. In addition, relselarch by Firmansyah elt al. (2023) relvelaleld 
that thel creldibility of a cellelbrity, which includels aspelcts of elxpelrtisel, 
trustworthinelss, and attractivelnelss, plays an important rolel in thel e lffelctivelnelss 
of thel elndorselmelnt. 

 



Lestari, Widarta 

2764 
 

The Effect of Live Streaming on Purchasing Decisions 
Thel relsults showeld that livel strelaming has a positivel and significant 

influelncel on consumelr purchasing delcisions for Somelthinc products on TikTok 
Shop. Livel strelaming allows consumelrs to selel thel product in morel deltail, gelt 
information direlctly from thel selllelr, and relcelivel relal-timel re lvielws and 
telstimonials, all of which contributel to increlasing thelir trust and intelrelst in 
making a purchasel. Thelsel findings arel in linel with prelvious relselarch by 
Felbriani & Sudarwanto (2023) and Rahmayanti & Delrmawan (2023), which 
show that livel strelaming increlasels consumelr elngagelmelnt and intelractivity, 
providing a morel immelrsivel and informativel shopping elxpe lrielncel than 
traditional shopping melthods. In addition, relselarch by Anisa e lt al. (2022) 
showeld that live l strelaming increlasels thel pelrcelption of authe lnticity and 
creldibility of products, making consumelrs morel confidelnt in thelir purchasing 
delcisions as thely can selel thel products in relal usel and helar direlct fele ldback from 
othelr shoppelrs. 

 
The Effect of Online Customer Reviews on Purchasing Decisions 

Thel relsults showeld that onlinel customelr relvielws havel a positivel and 
significant influelncel on consumelr purchasing delcisions for Somelthinc products 
on TikTok Shop. This finding highlights the l important rolel of customelr relvielws 
in influelncing consumelr belhavior. Consumelrs telnd to relly on relvielws from 
felllow consumelrs belcausel thely arel considelreld morel authelntic and providel a 
clelarelr picturel of thel product to bel purchaseld. Positivel relvielws can increlasel 
consumelr confide lncel and elncouragel thelm to makel purchasels, whilel nelgativel 
relvielws can providel warnings and increlasel consumelr caution. This is in linel 
with thel relselarch findings of Rahayu elt al. (2024) and Sugiarti (2021) havel 
stateld that online l relvielws havel a significant impact on consumelr purchasing 
delcisions. In addition, relselarch conducteld by Ramadan elt al. (2021) found that 
thel quality and numbelr of onlinel relvielws can affelct thel lelvell of trust and 
consumelr purchasel intelntion.  
 
The Effect of Celebrity Endorser, Live Streaming, and Online Customer Review 
on Purchasing Decisions 

Simultanelously, thel relsults of thel analysis show that thelrel is a significant 
influelncel of cellelbrity elndorselrs, livel strelaming, and onlinel customelr relvielws on 
consumelr purchasing delcisions for Somelthinc products at TikTok Shop. 
Reljelction of thel null hypothelsis (Ho) and accelptancel of thel altelrnativel 
hypothelsis (Ha) confirm that thelsel threlel factors togelthelr significantly influelncel 
consumelr purchasing delcisions. This finding is consistelnt with prelvious 
relselarch conducte ld by Fadhila & Nurtantiono (2024), which confirmeld that livel 
strelaming, cellelbrity elndorselrs, and onlinel customelr relvielws play an important 
rolel in influelncing consumelr purchasing belhavior in thel contelxt of thel TikTok 
Shop platform. 

 
CONCLUSIONS AND RECOMMENDATIONS 

This study e lmpirically elxaminels the l elffelct of Cellelbrity Elndorselrs, Livel 
Strelaming, and Onlinel Customelr Relvielws on purchasing de lcisions for 
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Somelthinc products at TikTok Shop. Thel relsults confirm that the l highelr thel 
quality of Cellelbrity Elndorselr, Livel Strelaming, and onlinel customelr relvielws, thel 
highelr thel telndelncy of consumelrs to buy products. Thel practical implications of 
this relselarch are l significant for Somelthinc and TikTok Shop companiels. 
Markelting stratelgiels can bel improveld by choosing cellelbrity elndorselrs that 
match thel brand imagel to increlasel product appelal and consumelr confidelncel. 
Livel strelaming can bel utilizeld to strelngthe ln direlct intelraction with consumelrs, 
prelselnting informativel and intelrelsting contelnt to build strongelr connelctions 
and increlasel purchasel opportunitiels. Companiels can also optimizel thel belnelfits 
of onlinel custome lr relvielws by increlasing positivel relsponsels to relvielws and 
using feleldback from relvielws to improvel product and selrvicel quality. 
 
ADVANCED RESEARCH 

Relselarch on thel elffelct of cellelbrity elndorselrs, livel strelaming, and onlinel 
customelrel relvielws on purchasing delcisions still has a numbelr of we laknelssels in 
its relselarch melthodology. Baseld on thel relsults of thel coelfficielnt of 
deltelrmination telst, thel Adjusteld R Squarel valuel is 0.577, which me lans that the l 
cellelbrity elndorselr, livel strelaming, and onlinel customelrel relvielw variablels can 
only elxplain about 57.7% of thel purchasing delcision variablel, whilel thel relst is 
influelnceld by othe lr variablels outsidel this study. 
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